Advertisements are persuasive texts designed to communicate ideas explicitly and implicitly through visual grammar. Counter-advertisements allow students to engage with advertising texts as creators rather than consumers and challenge media messages. Based in critical media literacy theory, this paper explores how elementary students interpret and redesign advertisements to create meaning. This study focused on the messages upper-elementary school students created about alcohol following a 10-lesson alcohol media literacy programme. Text from the counter-advertisements (n ¼ 161) was analysed using discourse analysis. The counteradvertisements were also content analysed for message content, persuasion strategies and production components using a media literacy framework. The content of male-targeted, female-targeted and gender-neutral ads was compared using chi-square analyses. The four main themes identified in the discourse and content analysis were 'vomit', 'sick', 'danger' and 'poison', highlighting an emphasis on shortterm consequences of alcohol misuse. Sensory (un)appeal was the most frequently used persuasion strategy, while objects/symbols and colour were the most frequently used production components. The use of these devices differed depending upon the advertisement's target gender. Involving elementary students in the redesign of advertisements is a powerful pedagogy that enables students to demonstrate their understanding of media literacy practices and create health promotion messages.
Introduction
Advertising is a powerful form of communication that can shape ideas, beliefs and attitudes [1, 2] . In the context of alcohol advertising, children and adolescents are frequently exposed to media messages that can have a harmful impact upon their healthrelated attitudes and behaviours. Longitudinal studies have demonstrated a link between exposure to alcohol advertising and drinking intentions and behaviours [3, 4] .
In the Australian context, alcohol advertising regulation is largely weak and ineffective [5] . Children are exposed to advertisements through a range of avenues including online (e.g. YouTube), environmental (e.g. on buses), sponsorships and branded merchandise (e.g. clothing or hats) and traditional forms such as television and print [6] . These advertisements are culturally bound, situating alcohol as an integral component of Australian leisure through references to the laid-back Australian beach culture, nationalism and sport [7, 8] . While alcohol advertisements are not meant to appeal to children and teenagers, they implicitly portray identities and lifestyles that are popular with young people [9, 10] . Media literacy education can help to address the harmful impact of alcohol advertising on young people, through empowering them with critical thinking skills to resist advertising's persuasive appeal [11] .
Critical media literacy (CML) [2] takes a broad understanding of literacy to include different forms of mass communication, popular culture and new technologies [12] . The focus of CML is on teaching students to question and challenge the media messages they are exposed to and develop a 'critical consciousness' (p. 2247) [13] . Key principles of media literacy are understanding that all media messages: are 'constructed'; use images and messages that can differ from reality; are constructed using a creative language with its own rules; are experienced differently by different people due to unique perceptions; have embedded values and points of view; and are constructed for a particular purpose, which may be to persuade, educate, entertain and/or inform [14] .
In print advertisements, ideas are often conveyed implicitly through visual grammar; i.e. the use and arrangement of image elements to create meaning [15] . Understanding visual grammar in advertisements is a complex task, as all semiotic systems (i.e. the linguistic, visual, gestural, audio and spatial) need to be considered to understand the overall meaning of the text [16, 17] . For example, a print advertisement often contains visual (image of product), gestural and spatial (group of people consuming the product) and linguistic (phrase describing the product) elements. In order for meaning to be made, each semiotic system needs to be considered in terms of its function within the multimodal text, as well as its relation to the other semiotic systems [17, 18] .
CML scholars advocate providing students with opportunities to create media texts that uncover and challenge dominant media narratives [19] . One avenue for achieving this goal is to involve students in constructing counter-advertisements (hereafter counterads), whereby students critically read visual messages and then redesign them to communicate new meanings [20] . For example, students can deconstruct existing alcohol advertisements, and then employ the same techniques used by advertising agencies to reflect factual information about the harms of alcohol use [21] .
Counterads provide students with the opportunity to engage with advertising texts as creators rather than consumers. In doing so, students are able to demonstrate their understanding of CML practices while challenging media discourse [20, 22] . Both exposure to, and creation of, counterads can also be effective in changing health beliefs and attitudes [23, 24] . For example, a 4-year longitudinal study found that adolescents (12-13 years of age at baseline) who were exposed to television antismoking advertisements (a form of counter-advertising) were significantly less likely to initiate smoking [25] . A study conducted with 260 sixth to eight grade students, found that students who were involved in both analysing media messages and creating counterds were more likely to change the intended behaviour (intention to smoke), than students who were only involved in analysing media messages [24] . Young people are more likely to connect with counterads that have been developed by, or received input from, their peers as the messages contain shared language and values [26] .
Existing studies demonstrate that high school students, college students and adults are able to engage in critical examination of persuasive advertising and the creation of counterads [27] [28] [29] . For instance, a study analysed 49 print alcohol counterads created by high school students and 23 counterads created by college students in the United States [27] . The study found that students understood the use of production components (e.g. setting and size) and successfully incorporated them in their counterads, but they may have needed further scaffolding on how to incorporate persuasion strategies (e.g. having fun and glamour).
Similarly, an analysis of 19 print counterads created by elementary and secondary teachers found that the teachers understood visual grammar and were therefore able to incorporate production components in their counterads [28] . Understanding of visual grammar was evident through the inclusion of visual elements such as repetition to emphasize key messages. A third study analysed 82 counterads created by adults and found that they successfully incorporated persuasive techniques for reducing sugar-sweetened beverage intake among adults [29] .
While existing studies highlight the success of high school students, college students and adults in C. S. Gordon et al.
creating counterads, it was not known how elementary school students would engage in this complex task. Furthermore, while numerous studies have been conducted on elementary students' ability or inability to read critically and respond [30] , there is a dearth of research on their ability to create a counterad response. Given cognitive and developmental differences in elementary students compared with high school students, college students and adults, it is valuable to examine the extent to which elementary students are able to understand persuasive messages and create counterads in response. Counteradvertising may be particularly valuable for elementary students given that they are exposed to advertising through a broad range of avenues and are susceptible to advertisements' persuasive appeals [31] . Counteradvertising could therefore be a useful tool to mitigate the harmful effects of advertising with this age group.
This article reports on a discourse and content analysis of counterads created by upper-elementary students in a multi-school study, in order to explore how students interpret and redesign advertisements to create meaning. This study focused on the messages Grades 5 and 6 children created about alcohol following a 10-lesson alcohol media literacy (AML) programme.
Materials and methods

Participants
Participants were 161 Grades 5 and 6 students (74.5% participation rate) from four schools in a major Australian city. The four schools had similar Index of Community Socio-Educational Advantage (ICSEA) values (range ¼ 1040-1045), ensuring comparability between schools. ICSEA values range from 500 (extremely educationally disadvantaged backgrounds) to 1300 (extremely educationally advantaged backgrounds), with a median of 1000. ICSEA considers parent occupation and education levels, remoteness and per cent Indigenous student enrolment [32] . The students ranged in age from 9 to 12 years (M ¼ 10.81, SD ¼ 0.65), and 52.8% were female.
Context for counterads
All Grades 5 and 6 students (n ¼ 216) from the four schools were taught a 10-lesson (1 h per lesson) AML program focussed on equipping students with skills to analyse alcohol advertisements (for an overview of the programme see [21] ). While all eligible students participated in the programme, data were only collected for analysis from the students who provided parental and student consent. The 10-lesson programme emerged from a review of AML programmes [6] and was developed specifically for Australian elementary school children through selection of culturally relevant advertisements and learning experiences. The programme connected to mandated curriculum outcomes in Language Arts and Health education.
The AML programme culminated in the students creating a counterad to reflect a truth about alcohol that was absent from the original advertisement. For example, counterads might reflect some of the short-and long-term harms that can result from overconsumption of alcohol, such as injuries and memory loss. The planning and creation of the counterads took place in lessons eight and nine, after students were guided in learning critical viewing skills and a visual metalanguage. This sequence involved providing contextual knowledge of the harms caused by alcohol, discussing the persuasive purpose of advertising, building a metalanguage to talk about advertising techniques, identifying the 'hidden messages' presented through ads, and jointly deconstructing print and television ads.
The students based their counterads on one of seven authentic advertisements for popular alcohol brands consumed in Australia. Popular advertisements were selected as students are more likely to drink the brands to which they are more frequently exposed [33] . It was therefore considered valuable to teach students to critique these particular ads. Furthermore, the inclusion of familiar ads connected the learning experience to the students' life worlds, thereby ensuring relevance [20] . The selection included ads for Vodka Cruiser, Skinnygirl Margarita, Skyy Infusions, Victoria Bitter, Alcohol counter-advertisements created by children Bundaberg Rum, Maxx Dry and Carlsburg, which promote a range of alcoholic beverage types; beer, spirits and flavoured alcoholic beverages.
In lesson eight, the students identified a hidden (implicit) message portrayed in their chosen ad (e.g. if you drink this product you will be popular) and then identified a fact (or 'truth') about alcohol that challenged the hidden message (e.g. if you drink too much you could embarrass yourself, which would not make you popular). The students then individually planned their counterad by annotating an A4 black and white photocopy of the advertisement for the changes they would make to the ad. The students provided feedback on each other's work by giving two 'stars' (two positives about the ad) and a 'wish' (an aspect of the ad that could be further improved). The students then revised their counterad plan based on peer and teacher feedback. Teacher feedback directed students to focus on the key message they were aiming to present through their counterads, and consider what production components and persuasive strategies they could use to convey this message.
Students created their counterads in lesson nine using either art materials (seven classes) or digital materials (one class), as determined by the programme implementer. The classes working with art materials were provided coloured photocopies of authentic advertisements and made changes to the advertisement using coloured paper, oil pastels, pen and pencils. For example, the students erased existing text or images on the advertisement by covering it with coloured paper or drawing/writing on top of the image. Similarly, new text and images were added by writing/drawing on paper stuck on to the advertisement, or writing/drawing directly on the advertisement (see Figs. 1 and 2 as examples). The class working with digital materials made changes to the advertisement using Microsoft paint. This software was selected due to its ease of access to the students. For example, the students were able to erase existing text or images on the advertisement by using the digital eraser. New text and images were added through inserting a text box, using digital paint, and inserting images obtained through a Google search (see Figs. 3 and 4 as examples). C. S. Gordon et al. Alcohol counter-advertisements created by children Coloured photocopies of the counterads created by all 161 participants were subjected to analysis.
Discourse analysis
The text used in the counterads was analysed using Leximancer software. Leximancer uses unique algorithms to analyse meanings within passages of text by identifying key concepts and ideas [34] . A key strength of using Leximancer is the reduction of expectation biases that can result from manual coded analysis [35] . Visual concept maps were generated to provide greater insight into the language used by the students in their developed counterads. To obtain interpretable results, several technical operations were performed: (i) stop words such as 'of' and 'the', and the names of the alcoholic beverages such as 'Maxx Dry' and 'Bundaberg' were removed while processing text as they did not create meaning; (ii) a custom configuration was set up so that short fragments of text were considered valid prose; (iii) repeated steps of examining the results, exploring and modifying settings, then further discovering the main topics within the text; and (iv) relevant concepts were put together as a theme, and their relationships highlighted.
Content analysis
The counterads were analysed using a coding framework that was adapted from another study [27] (see Table I ). This framework focuses on key elements of CML including message content, persuasion strategies and production components. The existing framework was adapted to ensure relevance to the specific content taught to the students through the AML programme. Additionally, the counterads were coded for the gender that the ad was aimed at and the product being sold.
Three coders independently coded 5% of the sample using the developed coding framework. Advertisements were coded for the presence or absence of the categories in the coding framework. The differences in coding were discussed and the coding framework was further revised. Two coders then independently coded an additional 10% of the sample using the revised coding framework. Following the completion of coding, Krippendorf's was C. S. Gordon et al. Alcohol counter-advertisements created by children calculated to determine the level of intercoder agreement. K is considered to be comparable to Cronbach's , with a minimum score of 0.70 considered an adequate level of reliability. A K score of 0.78 was obtained for the independent ratings, indicating a highly satisfactory level of reliability. Given this degree of agreement in coding, all remaining ads were coded by only one of the three coders. Codes from the counterad analysis were entered into SPSS and chi-square comparisons were conducted to identify associations between counterad content and the gender that the original advertisement targeted or specific advertisement selected (e.g. Carlsberg ad versus Vodka Cruiser ad).
Results
Ad selection
The counterads were anonymous and therefore the genders of the students are not known; however, we are able to report on the students' selection of either a female-targeted, male-targeted or gender-neutral ad. The Vodka Cruiser, Skinnygirl Margarita and Skyy Infusions counterads were grouped together as 'female targeted'; the Victoria Bitter and Bundaberg Rum counterads as 'male targeted', and the Maxx Dry and Carlsburg counterads as 'gender neutral' based on their content. Just under half of the students chose to base their counterad on a female-targeted ad (41.6%), about one-third of the students selected a gender-neutral ad (32.3%) and about one-quarter selected a male-targeted ad (26.1%). Figure 5 shows the concept map that was the foundation for exploring the underlying text in the students' counterads using Leximancer. The five main themes and their connectivity rates (in parentheses) were 'vomit' (100%), 'sick' (96%), 'danger' (78%), 'poison' (20%) and 'water' (1%). The connectivity rate percentages from Leximancer calculate the connectedness of concepts within the themes and reflect the importance of each theme.
Counterad messages
Vomit and sick as the most significant themes
The most important themes in the students' counterads were 'vomit' and 'sick', which directly relate to a health consequence of overconsumption of alcohol. Concepts that were connected to the theme of vomit included: 'drunk', 'death', 'die', 'open', 'life', 'knock' and 'hangover'. Examples mentioning vomit were:
Surfing is a lot harder to do when drunk . . . I think I'm going to vomit . . . Warning may cause vomiting, headaches, sickness and death may occur Concepts that were connected to the theme of sick included: 'feel', 'alcohol', 'people', 'trust', 'disgusting', 'never' and 'look'. Examples mentioning sick were:
Alcohol will make you feel sick You could get sick, disgusting
Danger and poison as negative consequences of drinking
Both 'danger' and 'poison' indirectly relate to the potential health consequence of injuries/death as a result of overconsumption of alcohol. 'Danger' was Haters like us hate Rum, Dangerous Rum Warning dangerous substance 'Poison' was a less prominent theme, which found some overlap with the 'danger' theme. Related concepts included: 'fans' and 'calories'. An example mentioning poison was:
Fans like us hate Bundaberg poison and toxic Rum
The target genders for the advertisements were selected as mapping concepts for further integration into the Leximancer analysis. Figure 6 displays the concept map with the file tags 'male targeted', 'female targeted' and 'gender neutral'. The five main themes and their connectivity rates (in parentheses) were 'danger' (100%), 'warning' (71%), 'life' (36%), 'sweetened' (31%) and 'hate' (1%). The figure indicates that particular concepts and themes are more closely linked to ads targeting a particular gender. The closer the concept appears to a particular file tag, the more often these concepts are mentioned in the counter-ads targeting that particular gender.
The counterads based on male-targeted advertisements were linked most with the 'warning' theme, with related concepts including 'warning', 'death', 'drunk', 'drinking', 'bad', 'people', 'disgusting', 'water' and 'damage'. Examples from this theme (and male-targeted ads) are:
Alcohol is a major cause of injury and death Fans like us make bad choices with Bundaberg Rum
The counterads based on gender-neutral ads were more linked with the 'life' theme, with related concepts including 'life', 'die', 'vomiting', 'cause', 'product' and 'sickness'. Examples from this theme (and gender-neutral ads) are:
Vomit out on life Will cause nausea and vomiting
The counterads based on female-targeted ads were linked most with the 'sweetened' theme, with related concepts including: 'sweetened', 'lightly', 'open', 'look' and 'calories'. Interestingly the 'sweetened' theme did not overlap with any of the other themes, suggesting that the concepts included within the theme were unique to the female-targeted ads. Examples from this theme (and female-targeted ads) were:
Lightly sweetened with poison This is not how I really look! The content analysis corroborated findings from the discourse analysis. The two messages most frequently depicted by students in their counterads were alcohol-related illness (64.0%), such as an image of someone vomiting; and injuries/death (50.3%), for instance warning signs. All of the other consequences were depicted by less than 10% of the sample. No differences were seen between the target gender of the ad and the counterad messages used in the content analysis. This focus on short-term consequences of alcohol misuse could be a reflection of the alcohol harms that students are Alcohol counter-advertisements created by children most readily exposed to through media portrayal and classroom instruction. These consequences could also be more easily grasped by the students due to their immediate and concrete nature.
Persuasion strategies
The discourse analysis suggests that the students focussed on the persuasion strategy of sensory (un)appeal in their counterad slogans. Significant overlap could be seen between the themes of 'vomit', 'sick', 'danger' and 'poison' which all evoke strongly negative sensory images. In contrast, 'water', which was not connected to the other themes, is a more neutral theme that does not evoke strong mental images. This theme was used in the context of suggesting an alternative to alcohol use, e.g. 'drink water'.
The content analysis confirmed that the persuasion strategies most frequently used by students included sensory (un)appeal (76.4%), such as someone vomiting; followed by (not) good times (74.5%), for instance a sad facial expression. Other common persuasion strategies identified were (un)attractive people (40.4%), such as a change to the person's physical appearance; and sporting mishaps (19.9%), including someone falling off a surfboard. Celebrity (un)endorsement, for instance a reference to Jenny Craig; and (un)popular, such as showing someone being rejected by their friends, were used by less than 2% of the sample, while competitions were not used at all.
Chi-square analyses indicated significant associations between the target gender and use of persuasion strategies. Female-targeted ads were more likely to use (un)attractive people (e.g. a change to the person's physical appearance) as a persuasion strategy than male-targeted and gender-neutral ads; 2 (2) ¼ 6.63, P ¼ 0.036; 47.8% compared with 23.8% and 44.2%, respectively. Female-targeted ads were also more likely to use sensory (un)appeal (e.g. someone vomiting) as a persuasion strategy than male-targeted ads and gender-neutral ads; 2 (2) ¼ 15.12, P ¼ 0.001; 89.6% compared with 57.1% and 75.0%, respectively. Gender-neutral ads were more likely to use sport as a persuasion strategy than male-targeted and female-targeted ads; 2 (2) ¼ 69.24, P < 0.001; 57.7% compared with 4.8% and 0.0%, respectively. Gender-neutral ads were also more likely to include (not) good times in their ads than the male-targeted and female-targeted ads; 2 (2) ¼ 8.32, P ¼ 0.001; 88.5% compared with 64.3% and 70.1%, respectively.
Chi-square comparisons also indicated a significant association between the use of persuasion strategies and the specific advertisements on which the counterads were based. For example, the counterads for Skinny Girl Margarita were more likely to use (un)attractive people than the remaining six advertisements; 2 (2) ¼ 29.55, P < 0.001; 76.9%, compared with percentages ranging from 13.3% to 60.0%. These differences are likely a reflection of the students responding to the specific focus present in the existing advertisements. For example, female-targeted advertisements often focussed on messages relating to appearance, which provided a specific focus that guided the students in their counterad messages and subsequent persuasion strategies. This was also evident from the discourse analysis, with the 'sweetened' theme in the female ads relating to the focus on weight and appearance. Similarly, the 'life' theme in the gender-neutral ads was a result of students parodying the slogan in the original advertisement: 'Maxx out on life'.
Production components
The production components most frequently incorporated into the counterads included objects/symbols (46.0%), such as stop signs; colour (29.8%), including green to represent poison; body language/facial expressions/clothing (29.2%), for instance sad expressions; and eye contact (11.2%), including looking directly at the viewer. Setting was incorporated into less than 2% of the counterads, and lighting was not incorporated at all. The majority of the counterads presented a coherent message through the image and text (89.4%). For example, the text on one counter ad read 'Maxx out in hospital', and the image depicted a person falling off their surfboard yelling 'help!' No differences C. S. Gordon et al.
were seen between the target gender of the ad and the production components used.
As an illustrative example of the results from the analyses, Fig. 1 displays a student' s counterad created in response to the SkinnyGirl Margarita advertisement. The student inverts the original ad's message which focuses on 'trust', a healthy 'natural' option and beauty, through changing the slogan to 'The Margarita you can't trust'. The student uses a celebrity to un-endorse the drink through the inclusion of the text, 'No. 1 at making people make bad choices-Jenny Craig'. The notion of beauty is mocked through depicting the model on the bottle (underneath the skull) as overweight rather than skinny and showing the model holding the product and vomiting. The potential illnesses caused by the drink are reinforced through the text that says, 'Nauseous Girl', 'Just open and be nauseous' and 'Hangover.com.uk'. The counterad implies potential injuries through the inclusion of a black skull symbol on the bottle representing danger and the word 'Poison' in black bold writing. The model in the text is no longer presented as having a good time as her facial expression has been changed to show a sad face.
Discussion
This study sought to explore how elementary school students interpret and redesign existing advertisements to create meaning. As argued by Hill and colleagues (p. 264) [10] , 'youth need to understand that advertisements attempt to sell more than a product; they also sell images (e.g. drinking is humorous, sexy, fun) that can shape attitudes, expectancies, and choices.' The results of our study suggest that the students understood this CML concept. They identified and challenged the messages in the alcohol advertisements through presenting some of the harms associated with alcohol misuse in their counterads. For example, the message that alcohol will make an individual appear tough was countered with the message that alcohol can result in injuries that would not make an individual look tough.
Further still, the students replicated persuasive advertising techniques in their counterads, demonstrating understanding of how media messages can influence and manipulate the viewer in their beliefs about a product and subsequent actions [14] . The students delivered consistent messages through the images, messages and techniques utilized in their counterads. For example, objects such as warning and danger signs were used to provide visual cues on the harms associated with alcohol use; colour and body language/facial expressions/clothing were typically used to create sensory (un)appeal and indicate that consuming the product will not result in a good time. This finding highlights the ability of younger children to engage in these complex CML practices.
An interesting finding from the study was the relationship between the persuasion strategies used by the students and the target gender of the advertisement. Alcohol advertisements tend to propagate gender stereotypes of femininity and masculinity, presenting the ideal female as slim and attractive and the ideal male as tough and blokey [5, 36, 37] . While the students' counterads challenged messages that alcohol can make someone look attractive or tough, the underlying use of these stereotypes to target males or females remained largely unchallenged. For example, while counterads that responded to the SkinnyGirl Margarita advertisement challenged the notion that the product will make a female attractive and skinny, they did not challenge the advertisement's overemphasis on beauty itself.
Results also highlighted that the students tended to represent immediate, short-term consequences of alcohol misuse in their counterads, such as vomiting and getting injured and dying, rather than long-term consequences such as cancer or alcohol dependence. This focus could be a reflection of the children's young age, with the immediate and concrete nature of these short-term consequences being easy to grasp and straightforward to represent though visuals and words [38] . However, this focus is likely also a reflection of the students' life worlds, with short-term consequences being frequently represented in the media or seen firsthand. For instance, a content analysis of 50 G-Rated Alcohol counter-advertisements created by children children's animated film classics, such as Beauty and the Beast and James and the Giant Peach, found that alcohol use was portrayed in 50% of the films [39] . Seven of the 50 films depicted short-term effects of alcohol use such as getting drunk, hiccups or falling over, while none of the films addressed any long-term health consequences. While the students' counterads challenged some of the images presented in alcohol advertising (e.g. drinking makes you attractive), other media messages such as the focus on short-term health consequences were perpetuated.
CML instruction needs to pay careful attention to the dominant discourses that are evident in media texts and equip students with skills to identify and challenge these messages [14] . In the context of media representations of alcohol use, long-term health consequences of alcohol misuse are typically absent. While the students successfully challenged the images that were presented through the alcohol advertisements, they likely needed further instruction and scaffolding to be able to challenge media messages around consequences of alcohol use. These messages are subtle and deeply ingrained in society, and thus require more interpretation on the part of the viewer. However, these representations could be valuable to challenge while children are still forming their values and beliefs [40] .
Limitations and future research directions
These results must be considered in light of some limitations in the present study. The nature of the counterad task may have limited the messages conveyed by the students, and the persuasion techniques and production components used. Because the students were required to redesign an existing advertisement, they had to work with the existing media messages. It was also difficult to change production components such as setting or lighting, which may explain why the students rarely used these production components. Exploring and conveying multiple narratives is a key component of CML [12] . A task in which the students created a counterad using a blank canvas rather than innovating upon an existing advertisement may have freed the students to convey more diverse narratives and provided greater scope for assessing the students' literacy abilities. However, innovating upon existing advertisements may be a good entry point for creating counterads as the students are provided with a 'template' to use and specific media message to refute.
The use of either art materials or digital materials also afforded different opportunities in the creation of the counterads. For instance, the use of Microsoft Paint may have made it easier for students to add new images to the advertisement as they could insert any image from Google images. Students were therefore not limited by their self-perceived artistic ability. At the same time, many of the students required additional time to complete their digital counterad due to a lack of proficiency in the use of Microsoft Paint. Art materials were therefore advantageous in their familiarity and accessibility to all students. It was for this reason that the majority of the classes used art materials, making it difficult to compare samples. Future research could conduct a critical examination of the different opportunities afforded by the two mediums.
The students may have needed more explanation and scaffolding on how to incorporate the persuasive techniques of celebrity (un)endorsement, (un)popularity and competitions in their counterads. This echoes the findings from Banerjee and colleagues' study [27] , which found that high school students were competent in their use of production techniques, yet needed greater scaffolding on how to use particular persuasion strategies. Nonetheless, the counterad task demonstrated the students' understanding and ability to use CML to question, analyse and create multimedia texts. Future research could extend the task to include different media and modes such as HTML. Students could display their counterads on a website, thereby extending the audience beyond the teacher, classroom and school [41, 42] . A broader audience and purpose for the counterad may provide further motivation for the task and give students a greater sense of taking social action. Furthermore, the Internet platform would enable students to engage with additional multimodal literacy practices, such as use of audio [41, 42] .
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Another limitation of the research was that the gender of the participants who produced the counterads was not collected due to the need to maintain participants' anonymity. Future research should record the gender of the participants who create each counterad to allow for exploration of gender differences. Finally, the counterad task was completed as one component of a 10-lesson programme that was evaluated for its impact on students' attitudes towards drinking and intentions to drink [21] . It would be useful to know through future research whether the counterad task itself protects children from the potentially harmful effects of the original advertisements.
Conclusion
This study is novel in its examination of counterads created by children. Given students' exposure and receptivity to advertising, it is important to equip them with skills to become critical consumers and creators of media. CML education provides students with critical viewing skills and a metalanguage for deconstructing and creating media texts. Involving students in the creation of counterads can be a powerful pedagogy for enabling students to demonstrate and apply their CML skills. Furthermore, it provides students with an opportunity to respond to complex social problems in proactive ways. The current study suggests that children even younger than those previously investigated are capable and prepared for such instruction. Teaching these skills at a young age is important for enabling students to navigate and respond to an increasingly media saturated world.
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